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Figure 1. Changes in Average Daily Fruit Consumption

▪ Healthy for Life can yield positive 
confidence and healthy shopping, cooking 
and eating behavior change among 
participants. 

OBJECTIVES

▪ A community engagement program was implemented 
and evaluated in 22 community centers. 

▪ The program was offered in two delivery models: 10 
classes over 24 weeks or 4 classes over 8-12 weeks. 

▪ Community center facilitators administered the same 
paper survey to participants at the beginning of the 
first educational experience, and then again at the end 
of the final experience or every 3 months following the 
first educational experience.

▪ Facilitators entered anonymized participant data into 
an online survey portal. 

METHODS

CONCLUSIONS

▪ Community engagement programs can be effective in 
equipping individuals with the knowledge and skills to 
make healthy decisions for their families and in their 
own lives. 

▪ Healthy for Life is an evidence-based community 
nutrition and well-being program that empowers 
people to make healthy food, nutrition and lifestyle 
choices. 

Driving Health Impact Through a Community Engagement Model 
Heather Gavras, MPH, RDN; Meghan D. Yuan, MPH; Olivia Barnes, MPH; Remy Poudel, MPH, MS

American Heart Association, Dallas TX. 
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BACKGROUND

▪ To examine the effectiveness of a community nutrition 
engagement program, Healthy for Life, over time, 
specifically: 
▪ Changes in participant confidence to prepare healthy 

foods at home 
▪ Changes in participant consumption of fruits and 

vegetables
▪ Changes in participant frequency of healthy 

shopping habits 

RESULTS

Table 1. Respondent Demographic Characteristics (n=418)
▪ The following statistically significant 

changes in respondents’ confidence and 
frequency of healthy shopping habits 
were reported:
❖Confidence to prepare healthy meals at 

home increased by 4%*
❖Confidence to eat the recommended 

serving sizes increased by 8%*
❖Confidence to substitute healthier 

cooking and preparation methods for 
traditionally fried foods increased by 
8%*

❖Frequency of planning meals before 
going grocery shopping increased by 
9%*

❖Frequency of using a list when grocery 
shopping increased by 5%*

❖Frequency of reading food labels and 
checking nutritional values when 
purchasing food increased by 8%*

We are proud to be working together to help improve the health of all Americans. 
Healthy for Life® is a registered trademark of Aramark.

*p<0.05

+0.40*

ACKNOWLEDGEMENTS

The authors have no relevant conflicts of interest or financial
ties to disclose.

➢ On average, respondent daily fruit consumption increased by 
.40* servings. 

➢ 40% of respondents increased their daily fruit consumption by 1 or 
more servings.

Figure 2. Changes in Average Daily Vegetable Consumption

➢ On average, respondent daily vegetable consumption increased by 
.14 servings.

➢ 30% of respondents increased their daily vegetable consumption by 
1 or more servings.
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Female 83%

Age (y)

18-34 14%

35-54 29%

55+ 56%

Race and Ethnicity 

White 16%

Black/AA 68%

Multiple races 3%

Hispanic 14%

Completed college or more 45%

Attended 4 or more educational experiences 42%

Self/family member receives benefits from SNAP and/or WIC 18%

^p>0.05

*p<0.05


